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ABSTRAK 
 
Tujuan dari penelitian ini adalah untuk mengetahui apakah self-congruity, retailer 
awareness, retailer association, retailer perceived quality terhadap attitude 
towards retailer dan purchase intention pada Gramedia Tunjungan Plaza 
Surabaya. Desaign penelitian yang digunakan dalam penelitian ini adalah dengan 
menggunakan penelitian kuantitatif dengan variabel eksogen yang digunakan 
dalam penelitian ini antara lain self-congruity, retailer awareness, retailer 
association, retailer perceived quality. Variabel endogen yang digunakan adalah 
purchase intention. Sedangkan penelitian ini menggunakan variabel moderasi 
yatiu attitude towards retailer. Jumlah sampel yang digunakan dalam penelitian 
ini berjumlah 150 responden yaitu pelanggan yang berbelanja di Gramedia 
Tunjungan Plaza Surabaya. Teknik pengumpulan data dengan menyebarkan 
kuisioner kepada responden yang digunakan. Teknik analisa data menggunakan 
structural equation modeling (SEM).  
Temuan dalam penelitian ini menunjukkan bahwa keseluruhan variabel eksogen 
yang digunakan memiliki pengaruh positif dan signifikan terhadap purchase 
intention. Hasil uji moderasi juga membuktikan bahwa variabel moderasi yang 
digunakan yaitu attitude towards retailer berpengaruh positif dan signifikan 
terhadap purchase intention.  
 
 
Kata kunci : self-congruity, retailer awareness, retailer association, retailer 
perceived quality, attitude towards retailer,purchase intention.  
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THE EFFECT OF SELF-CONGRUITY, AWARENESS 
RETAILER, RETAILER ASSOCIATION, RETAILER 
PERCEIVED QUALITY ON ATTITUDE TOWARDS 
RETAILER ANDPURCHASE INTENTION AT 
GRAMEDIA TUNJUNGAN PLAZA SURABAYA 
 
 
ABSTRACT 
 
The purpose of this research is to find out whether self-congruity, awareness 
retailer, association retailer, perceived quality retailer towards attitude towards 
retailer and purchase intention at Gramedia Tunjungan Plaza Surabaya. The 
research design used in this study is to use quantitative research with exogenous 
variables used in this study including self-congruity, awareness retailers, retailer 
association, perceived quality retailers. The endogenous variables used are 
purchase intention. While this research uses moderation towards attitude towards 
retailers. The number of samples used in this study amounted to 150 respondents, 
namely customers who shop at Gramedia Tunjungan Plaza Surabaya. Data 
collection techniques by distributing questionnaires to respondents used. Data 
analysis techniques use structural equation modeling (SEM). 
The findings in this study indicate that the overall endogenous variables used have 
a positive and significant influence on purchase intention. The results of the 
moderation test also prove that the moderating variables used are attitude towards 
retailers that have a positive and significant effect on purchase intention. 
 
Keywords: self-congruity, awareness retailer, association retailer, perceived 
quality, attitude towards retailer retailer, purchase intention. 
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